• Build credibility: PR adds credibility by communication the message in an editorial context.
• Stimulate the sales force and channel intermediaries. PR can help boost sales force and franchise enthusiasm. Positive stories about a new menu item will make an impression on the customers, employees and franchisees of a restaurant chain.
• Hold down promotion cost. PR cost less than direct mail and media advertising the smaller the company's promotion budget is, the stronger for using PR to gain share of mind. Specific objectives should be set for every PR campaign.
Choosing Public Relation Messages and Vehicles
Message theme for the public relations exercise should be aligned with the organization PR objectives. In some cases the choice of PR messages and tools will be clear cut. In others the organization has to create the news rather than find it by sponsoring noteworthy events. Creating events is especially important in publicizing fund -rising drives for non -profit organization. In the past, fund-raisers have created a large set of special events, ranging from art exhibit, auction and dinners to marathons, walkathons and swimathons [6] [7] [8] [9] .
Implementing public relation plan
The public relation campaign must be implemented with care. For example, a great story is easy to place, but, unfortunately, most stories are not earth shattering and would not get past busy editors. Thus PR professionals have to acquire a good feel for what media editors want to feature in their papers and magazines as well as establish good relationships with them. They view media editors as a market to be satisfied so that editors will continue to use their stories [10, 11] .
Evaluating Public Relation Results public relation results are difficult to measure because PR is used with other promotion tools and its impact of is often indirect. Ideally, the company should measure the change in product awareness, knowledge and attitude resulting from the publicity campaign. Assessing the change requires measuring before -and -after the campaign levels of these measures [12] [13] [14] [15] . Finally, sales and profit impact, if obtainable, is the best measure of public relation effort. If advertising and sales promotion were also stepped up during the period of PR campaign, their contribution has to be considered. Finally, like the other communication tools, public relation should be blended smoothly with other promotion activities within the company's overall integrated marketing communication efforts.
Export performance:
The performance of Sudan market in the period 1970-1993 was on all counts very poor. Sudan has been losing its share of total world exports and the cotton market. Sudan is mostly an undeveloped country with over 90% of its export supplied by the agricultural segment. Agriculture is the basic financial activity accounting for more than 35% of home product the average share of total exports in for period 1970 -1993 is 7%. Dependency of the Sudanese economy on foreign trade is not as great as might be predictable. On the other hand, the foreign trade sector remains vital [16] [17] [18] . Taxes on the foreign on trade constitute more than 40% of the central government income.
The performance of Sudan export in the period 2000-2013 was rise up and down from time to time, Sudan has been losing its market share sometime and increase it in other time. 
Setting standards performance
These standards derive largely from the objective and strategies set forth at the SBU and individual product-market entry level. They generate series of performance expectations for profitability (Return on equity, return on assets managed, gross margins, or operating margins) market share, and sales. At the product market level, standards of performance also include sales and market-share determinants such as percent effective distribution, relative shelf facings, awareness, consumers, attitude change toward a given product attribute, customer satisfaction, and the extent of price parity.
Specifying and obtaining feedback data: Once a company has established its performance standards, its next step is to develop a system that provides usable and timely feedback data on actual performance. In most cases someone must gather and considerable date to obtain the performance measures, especially at the productmarket level-analysts obtain feedback data from a variety of sources, including company accounting records and syndicated marketing information services.
Taking corrective action:
The last step in the control process concerns prescribing the needed action to correct the situation. Success here depends on how well managers can presume a causal relationship and specify appropriate action ( Figure 1 ).
Press release To draw attention to a favorable news events (real or created for publicity purpose)
Press launches to announce new products, changes or developments, also use for annual reports
Reception
To influence and 'lobby' targeted guests with particular messages About opportunities or problems perceived by on organization.
Personality appearance
To draw general attention to a product or an organization names
Staged events
Ranging from major events such as Olympic games, to minor events such as ghost weekends at historic hotels which can be used to create media interest.
Product visits
Arranged for TV and radio holiday programs, and travel journalists, especially to promote additional comment.
Source: Victor T.C Middleton, Marketing in Travel and Tourism, London, 1996) p. 181. 
Conceptual framework
Hypotheses: Several hypotheses were developed in this study.
H1: There is a positive relationship public relation and Export performance.
H2: There is a positive relationship between public relation and commitment.
H3: There is a positive relationship between public relation and trust.
H4: There is a positive relationship between commitment and Export performance.
H5: There is a positive relationship between trust and Export performance.
H6: commitment mediates the relationship between public relation and Export performance.
H7: trust mediates the relationship between public relation and Export performance.
Methodology

Administrative of the field works
The FMM directory has provided information relating to company's addresses and locations. However, information about the names of export managers, are also taken into consideration. The University cover letter attached to the first part of the questionnaire explains the objectives of the study and ensured the confidentiality of the information. A total of 150 copies of questionnaire were sent to the target respondents. In an expectation of low expected response rate, telephone calls were used to give confidence participation among the target respondents.
Sample Size to determine the sample size, the previous studies have been used the following equations 1. 0.50
3. If the sample size more than 100 questionnaires it representatives the population truly. Dependable on the above equation the sample size was 150 from the 421 firms as a population
Data analysis
General characteristics of the respondents (N=130): Concerning on the respondents characteristics who fill up questionnaires, the Table 3 shows that; respondents who work in agricultural production firms were (70.8%) as a highest ratio. Followed by animals production firms respondents (4.6%) and other firms were (0.8%), respectively as lowest ratio. The Table 3 also shows the respondents jobs, managers represented (35.4%) as a highest ratio, employees (16.9%) and lastly, the other jobs was (12.3%) as lowest ratio. Regarding the respondents ages (less than 20 years) was account (20.0%) whereas the respondents ages (less than 30 years) were (34.6) as a highest ratio, and those whom less than (40 years) have recorded (28.5%) and lastly the respondents ages above 50 year recorded (13.8%).
Also to concentrating on the respondent's gender, most of them were males (70.8%) and the other hand female reported (27.7%). Besides, the level of education for respondents whom fill up the questionnaires, majority of them were graduate, account (68.5%) followed by secondary school (8.5%) and the postgraduate (5.4%) as lowest ratio. About the respondents experience, the table shows that; the respondents whom have worked in the firms less than 5 years have accounted (17.6%) beside the respondents whom less than 10 year were (30.0) followed by whom have worked less than 15 years have recorded (26.9) and those respondents whom were above 15 years have accounted (23.8).
Regarding to the number of employees in the firm, the table shows that firms (less than 10 employees) were account (11.5%). And the firms (less than 25 employees) have accounted (10.8) followed by firms 
Public relation
Commitment Trust Export Performance 
Total questionnaires sent to the companies 150
Returned questionnaire (not filled-up) 4
Completed questionnaires from the respondent 130
Returned questionnaires (partially answered) 2
Questionnaires not returned 14
Overall response rate 0.9066
Useable response rate 86%
Source: Prepared by researcher, (2015). (less than 50 employees) have accounted (10.0%) and lastly, the firms (above than 50 employees) were account (63.1%) as a highest ratio. To concentrating on the respondents involvement, active exporters were (75.4%) as a highest ratio, followed by sporadic exporters have recorded (14.6%) and lastly pre-exporters have accounted (4.6%) as lowest ratio (Tables 4-16 ).
Findings and Discussion
The discussion of the results of this study instigates by addressing the relationship between the public relation and export performance, then the relationship between public relation with trust and commitment. The discussion also covers the effect of trust and commitment on export performance.
There is a positive relationship between public relation and export performance
The main research purpose was to examine the relationship between public relation and export performance. The results of this study show that public relation has a positive relationship with export performance. This finding is consistent with the previous research public relation is positively related to the export performance. similar to, which reported that promotion instruments generate a positive impact on firm technological innovation, specifically on technological improvement in products, introduction of new products, and innovation in organisational management.
There is a positive relationship between public relation and commitment, trust
The second research hypotheses deal with the extent that the public relation connected to commitment, trust. The results of this study show that public relation has a positive relationship with commitment, trust. It should be noted that there is a lack of previous researches which focus on the association between public relation and commitment, trust.
There is a positive relationship between commitment/trust and export performance: The second research aims was to examine the connection between commitment and export performance. The results of this study show commitment, trust have a positive relationship Note: ** p<0.01 *p<0.05. Commitment mediate the relationship between direct marketing and export performance. Note: Level of significant:*p<0.10,**p<0.05,***p<0.
Trust mediate the relationship direct marketing selling and export performance. Note: Level of significant:*p<0.10,**p<0.05,***p<0. Note: Level of significant:*p<0.10,**p<0.05,***p<0. with export performance. This finding is consistent with the previous research which stated that existing suppositions that employees with high income are likely to express commitment to their organization as high income is a motivator also this result similar to the organization commitment has a significant correlation with the satisfaction also agrees which reported commitment has a significant affect or effect the performance or marketing success It must be noted that most of the earlier study concentrated on narrow view of performance such as financial and non-financial indicators. These measures are essential in order to capture the export performance, but are considered mainly as short-term concerned with aims.
Commitment, trust mediate the relationship between public relation and export performance:
The forth hypothesis expect that commitment/trust mediate the relationship between public relation and export performance. The results shown that, partly support for this hypotheses that may indicate is better to be moderator than mediator. In details: commitment not mediated the relationship between public relation and export performance. While trust significantly mediated the relationship between public relation and export performance.
